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摘  要 
 











道策略，最后对 H 公司渠道策略的问题进行深入分析和提出改进建议。 
全文共分为四章：第一章为营销渠道理论回顾；第二章概述我国蔬菜种子企



















How to establish marketing channels strategy and which form of marketing 
channel structure should be select，both affect the sales of a company directly. The key 
point is that the marketing channels strategy should match the whole marketing 
strategy harmoniously. The main mission of marketing channels management is to 
insure achieves the sales task. Marketing channels management include，products 
management, pricing management, promotion management, logistic management，the 
motivation and evaluation of channel members. 
H Company is the first foreign vegetable seed company in the world which 
invested in Chinese mainland market. After systematically analyzing the feature of 
vegetable seed products，the trait of vegetable seed market，environment condition，
the character of potential channel members and company’s sources condition，
designed a new marketing channels structure system in Chinese mainland vegetable 
seed market. And it managed the marketing channels with special management notion. 
These all worth learning from for native seed companies，but there are still some 
problems with H Company’s marketing channels. This article will simply introduce 
the marketing channels strategy of Chinese mainland vegetable seed companies 
firstly，and then focus on the introduction and analysis of H Company’s marketing 
channels，finally analysis the problems and put forward the advice.  
     The article consists of four chapters. The first chapter provides an overview of 
basic marketing channel theories; the second chapter simply introduces the marketing 
channels of all Chinese mainland vegetable seed companies; the third chapter focuses 
on the introduction and analysis of H company’s marketing channels strategy; the 
forth chapter analyses the shortcoming of H company’s marketing channels and puts 
forward the opinion and advice.  
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（a）消费品市场营销渠道 
资料来源： 马克态主编：《成功的分销渠道管理》，中国国际广播出版社，2003 年 1 月。 
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资料来源： 吕一林主编：《营销渠道决策和管理》，中国人民大学出版社，2005 年 5 月。 
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图 1-2 产品标准化程度与渠道长度的关系① 
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